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ABSTRACT 

 

 
Purpose: The aim of this study is to analyze the roles of trust, quality, 

image, customer satisfaction to increase purchase intention towards real 

estate company service. 

 

 
Methodology: A quantitative method was applied in this study. The data 

for this study collected through online questionnaires form. By using 

purposive sampling and convenience sampling technique, the questionnaire 

filled up by 258 (valid respondents) of people who have use real estate 

service. In order to fulfill the goal of this study, an analysis was conducted 

utilizing SEM or Structural Equation Model for hypothesis testing using 

Smart PLS 3. 

 

 
Findings: The findings of this study shows that trust, quality, image, and 

customer satisfaction contributes to the increasing of purchase intention. 

 

 
Originality/Value: The originality of this research is that it is the first 

research integrating trust, quality, image, customer satisfaction toward 

purchase intention of real estate company. 

 

 
Keywords: Purchase Intention, Trust, Customer Satisfaction, Image, 

Quality. 



 

 

TABLES OF CONTENT 

PLAGIARISM REPORT ................................................................................................ 2 

GPT ZERO RESULT ...................................................................................................... 3 

PANEL OF EXAMINER APPROVAL .......................................................................... 4 

SKRIPSI ADVISER RECOMMENDATION LETTER ............................................... 5 

DECLARATION OF ORIGINALITY ........................................................................... 6 

STATEMENT OF ORIGINALITY ................................................................................ 7 

SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST .......... 8 

ADVISOR APPROVAL FOR PUBLICATION ............................................................ 9 

CONSENT FOR INTELLECTUAL PROPERTY RIGHT ........................................ 10 

ACKNOWLEDGEMENT ............................................................................................. 12 

ABSTRACT .................................................................................................................... 14 

TABLES OF CONTENT ............................................................................................... 15 

LIST OF TABLES ......................................................................................................... 18 

LIST OF FIGURES ....................................................................................................... 19 

CHAPTER I ................................................................................................................... 20 

INTRODUCTION .......................................................................................................... 20 

1.1 Background of The Problem .................................................................................. 20 

1.2 Problem Statement ................................................................................................. 22 

1.3 Research Questions ................................................................................................ 23 

1.4 Research Objectives ............................................................................................... 23 

1.5 Outline of The Research ......................................................................................... 24 

CHAPTER II .................................................................................................................. 25 

LITERATURE REVIEW .............................................................................................. 25 

2.1 Review of Literature .............................................................................................. 25 

2.1.1 Purchase Intention ........................................................................................... 25 

2.1.2 Customer Satisfaction ..................................................................................... 26 

2.1.3 Trust ................................................................................................................ 28 

2.1.4 Quality ............................................................................................................ 29 

2.1.5 Image .............................................................................................................. 30 

2.2 Hypotheses Development ....................................................................................... 32 

2.2.1 Trust and Customer Satisfaction...................................................................... 32 

2.2.2 Quality and Customer Satisfaction .................................................................. 33 

2.2.3 Image and Customer Satisfaction .................................................................... 33 



2.2.4 Customer Satisfaction and Repurchase Intention ............................................ 34 

2.3 Theoretical Framework .......................................................................................... 34 

2.4 Research Gap ......................................................................................................... 34 

CHAPTER III ................................................................................................................ 36 

RESEARCH METHOD ................................................................................................ 36 

3.1 Research Design ..................................................................................................... 36 

3.2 Sampling Design .................................................................................................... 36 

3.3 Research Instrument and Operational Definition ................................................... 37 

3.4 Data Collection Design .......................................................................................... 37 

3.5 Data Analysis ......................................................................................................... 38 

3.5.1 Respondent’s Profile ....................................................................................... 38 

3.5.2 Descriptive Analysis ....................................................................................... 38 

3.5.2 Inferential Analysis ......................................................................................... 39 

3.5.2.1 Structural Equation Modeling (SEM) ........................................................... 39 

3.5.2.2 Normality Test .............................................................................................. 39 

3.5.2.3 Validity Test ................................................................................................. 40 

3.5.2.4 Reliability Test ............................................................................................. 40 

3.5.2.5 Goodness of Fit (GOF) ................................................................................. 41 

3.5.2.6 Hypothesis Testing ....................................................................................... 42 

3.5.2.7 R-Square....................................................................................................... 42 

CHAPTER IV ................................................................................................................ 43 

ANALYSIS AND DISCUSSION ................................................................................... 43 

4.1 Respondent’s Profile .............................................................................................. 43 

4.2 Descriptive Analysis .............................................................................................. 45 

4.2.1 Customer Satisfaction ..................................................................................... 45 

4.2.2 Trust ................................................................................................................ 45 

4.2.3 Quality ............................................................................................................ 46 

4.2.3 Image .............................................................................................................. 46 

4.2.4 Purchase Intention ........................................................................................... 47 

4.3 Inferential Analysis ................................................................................................ 47 

4.3.1 Validity Test .................................................................................................... 47 

4.3.2 Reliability Test ................................................................................................ 47 

4.3.3 Goodness of Fit (GOF) .................................................................................... 48 

4.3.4 Hypothesis Testing .......................................................................................... 48 

4.3.4 R-squared ........................................................................................................ 49 

4.4 Discussion .............................................................................................................. 49 



CHAPTER V .................................................................................................................. 52 

CONCLUSION AND RECOMMENDATION ............................................................ 52 

5.1 Conclusion ............................................................................................................. 52 

REFERENCES ............................................................................................................... 55 

TABLES.......................................................................................................................... 60 

FIGURES ........................................................................................................................ 67 



 

LIST OF TABLES 

 
Table 3.1 Research Instrument and Operational Definition of Variables ............. 60 

Table 4.1 Respondent Profile ................................................................................ 63 

Table 4.2 Descriptive Analysis ............................................................................. 65 

Table 4.3 AVE Value ............................................................................................ 65 

Table 4.4 Composite Reliability Value ................................................................. 66 

Table 4.5 GOF Value ............................................................................................ 66 

Table 4.6 Hypothesis Testing ................................................................................ 66 

Table 4.7 R Square ................................................................................................ 66 



 

 

LIST OF FIGURES 

Figure 1.1 Value of residential real estate transactions in Indonesia from 2017 to 

2023, with a forecast until 2028 ............................................................................ 67 

Figure 1.2 List of property companies along with price movements .................... 68 

Figure 1.3 Linktown Marketing Sales Earnings for the 2021 & 2022 Period ...... 68 

Figure 2.1 Theoretical Framework ........................................................................ 69 

............................................................................................................................... 69 

............................................................................................................................... 69 

Modified From: (Othman & Kamarohim, 2022; Juliana et al., 2020; Maria et al., 

2019; Cha & Lee, 2020) ........................................................................................ 69 


